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Abstract 
 
This study is to analyze the effects of Hedonic Shopping Motive and Shopping Lifestyle on Impulse Buying 
at Matahari department store in Surabaya by considering the Positive Emotion factor. The sample used in 
this research was 90 respondents by using accidental sampling method. The data used was primary data 
obtained by questionnaire. The analysis technique used was path analysis. Based on the analysis results, it 
can be seen that there are significant effects of Hedonic Shopping Motive on Impulse Buying, Hedonic 
Shopping Motive on Positive Emotion, Positive Emotion on Impulse Buying, Shopping Lifestyle on 
Impulse Buying and Shopping Lifestyle on Positive Emotion. The conclusion is that companies must be 
able to make attractive promotional programs and always update the decorations in every corner of their 
stores so that visitors can enjoy the unique and distinct features if they want to increase Hedonic value. 
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1. Introduction 
 
Impulse buying is defined as an act of buying that is not recognized as a result of a conscious consideration 
or intention to buy something before entering a store (Mowen, et.al., 1998). Several studies on impulse 
buying state that impulse buying is an important aspect in consumer behavior and a vital concept for retailers 
(Khorrami, et.al, 2015). According to Bayley et al. (1998) in Semuel (2007), it is estimated that 65 percent 
of purchasing decisions in supermarkets are carried out on-the-spot and more than 50 percent are unplanned 
purchases. Therefore, it is undeniable that unplanned purchases made by customers contribute to the sales 
turnover obtained by a store. Khandai (2012) state that impulse buying is related to the ease of purchasing 
a product. In addition, according to Rook (1987) in Ahmad (2011), impulse buying generally occurs due to 
the emergence of a strong motivation which turns into a desire to buy a specific commodity. 
 
Rachmawati (2009) states that impulse buying can be affected by several factors: hedonic shopping value, 
shopping lifestyle and positive emotion. Shopping can also bring up the hedonic nature of consumers who 
tend to buy without prioritizing shopping according to their needs. Hedonic shopping motivation is a 
behavior of individuals who carry out excessive shopping activities to fulfill their own satisfaction. Hedonic 
shopping motive will be created by shopping passion of people who are easily affected by the latest models. 
Moreover, shopping becomes their lifestyle to meet their daily needs (Kosyu, 2014).  
 
This study is to analyze the effects of hedonic shopping motive and shopping lifestyle on impulse buying 
with positive emotion variable as an intervening variable (Study at Matahari department store in Surabaya).  
 
2. Literature Review 
 
Hedonic Shopping Motive 
 
According to Arnold, et.al. (2003), hedonic motivation is a purchasing activity that is driven by behaviors 
related to the five senses, fantasies and emotions that make material pleasure and enjoyment as the ultimate 
goal of life. They also classify hedonic motivation into six categories: 1) Adventure, 2) Social, 3) 
Gratification, 4) Idea, 5) Role, and 6) Value.  
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Shopping Lifestyle  
 
Lifestyle is broadly defined as a way of life that is identified by how people spend their time, what they 
think about themselves and also the world around them (Setiadi, 2003). According to Sumarwan (2003), 
lifestyle is described with dimensions as follows: 1) Activity, (2) Interest, and 3) Opinion.  
 
 Positive Emotion  
 
Positive emotion can occur before the emergence of one’s mood, the tendency of affective characteristics 
owned by a person and the reactions to a supportive environment such as interest in the product or the 
presence of attractive sales promotion will affect consumer purchasing decision (Rachmawati, 2009). 
Mehrabian, et.al. (1984) state that environmental affective responses to purchasing behavior can be 
described in 3 variables: 1) Pleasure, 2) Arousal, and 3) Dominance. The creation of positive emotion for 
consumers regarding a product, article, or even a store environment can increase consumer motive in doing 
impulse buying (Amiri, et.al. 2012).  
 
Impulse Buying  
 
Impulse buying is defined as an act of buying that is not recognized as a result of a conscious consideration 
or intention to buy something before entering a store (Sinaga, et.al. 2012). Impulse buying consists of two 
elements: 1) Affective, this process has three components: a) Irresistible Urge to Buy, b) Positive Buying 
Emotion, And c) Mood Management; 2) Cognitive, this process has three components: a) Cognitive 
Deliberation, b) Unplanned Buying, c) Disregard for the future. 
 
Research Hypotheses 
 
The hypotheses proposed in this study are: 
H1: Hedonic Shopping Motive has a positive effect on Positive Emotion. 
H2: Shopping Lifestyle has a positive effect on Positive Emotion. 
H3: Positive Emotion has a positive effect on Impulse Buying. 
H4: Hedonic Shopping Motive has a positive effect on Impulse Buying. 
H5: Shopping Lifestyle has a positive effect on Impulse Buying. 
 
3. Research Method 
 
This research was explanatory with a quantitative approach. The population in this research was infinite 
population since it was not possible to be counted (uncountable). In his marketing research book, Malhotra 
(2006) mentioned sampling at least four or five times of the total question items. The sample in this research 
was 90 respondents (18 items of X5 question) obtained using accidental sampling technique. The data in 
this research came from primary data obtained directly from the respondents through questionnaire. The 
data testing technique used was path analysis test using SPSS 21.00 for Windows program.  
 
4. Results And Discussion 
 
In this research, the questionnaire was distributed to 90 respondents, who are Matahari department store 
customers at three biggest malls in Surabaya. The customer criterion was shopping at Matahari department 
store in Surabaya 2 or 3 times in a week for a period of 6 months. Respondents consisted of 53 women and 
37 men. There were 23 respondents aged around 21-30 years, 37 respondents aged around 31–40 years, 18 
respondents aged around 41–50 years and 12 respondents aged > 50 years. The incomes of the respondents 
are: 12 respondents make < 2 million in a month, 16 respondents make 2-4 million in a month, 23 
respondents make 4-5 million in a month and 39 respondents make > 5 million in a month. The respondents 
consisted of 29 Civil Servant/State Civil Apparatus, 49 private employees and 12 housewives.  
 
The results of this research try to answer the hypotheses formulated using SPSS test tool for Windows 
version 21.0. The results of the first test are presented in table 1. Based on these results, the regression 
equation obtained was as follows: Y1 = 0.273 X1 + 0.221 X2 
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Table 1. Model 1 Research Results 
Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
  
 B Std. 
Error 
Beta t Signifikansi 
(Constant) 3,049 1,762  1,731 0,086 
Hedonic Shopping 
Motives 
0,149 0,049 0,273 3,049 0,003 
Shopping Lifestyle 0,370 0,150 0,221 2,468 0,015 
Adjusted R Square = 0,172 F Count = 15,425 Signifikansi = 0,000 
 
The regression analysis results in the first model show that the overall independent variables (Hedonic 
Shopping Motive and Shopping Lifestyle) have positive and significant effects on Positive Emotion (sig < 
0.05). Based on the equation, it was found that the variable with the highest effect was Hedonic Shopping 
Motive with a coefficient of 0.273 followed by Shopping Lifestyle with a coefficient of 0.221. In the model 
I regression equation, the results of feasibility test model (F Test) with a significance of less than 0.05 was 
obtained. Thus, it can be said that all independent variables are feasible to explain the Positive Emotion 
variable. In addition, the adjusted R
2
 value of Model I found was 0.172. It shows that the independent 
variables in this research, which were Hedonic Shopping Motive and Shopping Lifestyle, were able to 
explain variations on Positive Emotion variable by 17.2%. Meanwhile, the remaining 82.8% were explained 
by other factors outside of the research model.  
 
The results of the second test are presented in table 2. Based on these results, the regression equation 
obtained was as follows: Y2 = 0.560 X1 + 0.167 X2 + 0.264 X3  
 
Table 2. Model 2 Research Results 
Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
  
 B Std. 
Error 
Beta t Signifikansi 
(Constant) -1,977 2,145  -0,922 0,358 
Hedonic Shopping 
Motives 
0,562 0,061 0,560 9,246 0,000 
Shopping Lifestyle 0,513 0,184 0,167 2,784 0,006 
Positive Emotion 0,485 0,103 0,264 4,712 0,000 
Adjusted R Square = 0,644 F Count = 84,694 Signifikansi = 0,000 
 
 
The regression analysis results in the second model show that the overall independent variables (Hedonic 
Shopping Motive, Shopping Lifestyle and Positive Emotion) have positive and significant effects on Impulse 
Buying (sig < 0.05). Based on the equation, it was found that the variable with the highest effect was Hedonic 
Shopping Motive with a coefficient of 0.560 followed by Positive Emotion with a coefficient of 0.264 and 
Shopping Lifestyle with a coefficient of 0.167. In the model II regression equation, the results of the 
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feasibility test model (F Test) show a significance less than 0.05. Thus, it can be said that all independent 
variables are feasible to explain the Impulse Buying variable. In addition, it was found that the adjusted R
2
 
Model II value was 0.644. It shows that the independent variables in this research, which were Hedonic 
Shopping Motive, Shopping Lifestyle and Positive Emotion, were able to explain variations on Impulse 
Buying variable by 64.4%. Meanwhile, the remaining 35.6% were explained by other factors outside of the 
research model. 
 
Sobel Test (Mediation Test) 
 
Table 3. Sobel Test Results 
Variable 
Exogenous 
Variable 
Endogenous 
Direct Influence Indirect Influence Total Influence 
Hedonic 
Shopping 
Motives (X1) 
Positive Emotion 
(Y1) 
0,273  0,273 
Hedonic 
Shopping 
Motives (X1) 
Impulse Buying 
(Y2) 
0,560 Mediated by Positive 
Emotion  
0,273x0,264=0,072 
0,632 
Shopping 
Motives (X2) 
Positive Emotion 
(Y1) 
0,221  0,221 
Shopping 
Motives (X2) 
Impulse Buying 
(Y2) 
0,167 Mediated by Positive 
Emotion  
0,221x0,264=0,058 
0,225 
Positive Emotion 
(Y1) 
Impulse Buying 
(Y2) 
0,264  0,264 
 
Intervening variables testing was carried out using Sobel test to prove that Positive Emotion (Y1) could 
mediate Hedonic Shopping Motive (X1), and Shopping Lifestyle (X2) on Impulse Buying (Y2). Based on 
Table 3, the research results indicate that there is a direct effect of Hedonic Shopping Motive given by 
Matahari Department Store in Surabaya on Positive Emotion and Impulse Buying. Positive Emotion can be 
felt by consumers when visiting Matahari department store. Pleasure that the consumers feel can increase 
Impulse Buying. The results of this research are in line with the research of Darma, et.al. (2014), which 
states that Hedonic Shopping Motive can increase impulse buying, and this may occur when visitors see 
promotions, advertisements or events held by Matahari department store in Surabaya. As a result, customers 
will be encouraged to do shopping.  
 
The research results also show that there is a direct effect of Shopping Lifestyle, in this case, it is the stimulus 
given by Matahari department store in Surabaya on Positive Emotion and Impulse Buying felt by the 
consumers when visiting Matahari department store. The pleasure that consumers feel leads to an increase 
in Impulse Buying. The results of this research are also in line with the research of Darma, et.al. (2014) 
which states that Shopping Lifestyle can strengthen relationships and this may occur because the majority 
of Matahari department store visitors in Surabaya have shopping lifestyle. This can be seen from the 
interests, opinions and interactions of visitors to the Surabaya department store. 
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